Abstract
Introduction
The 2013 Bangkok gubernatorial election campaign was an important election at local and national level, drawing major attention from politicians, voters and media who sought continuously to keep up-to-date with candidates' campaign. The Candidates' use of social networking sites (SNSs) such as Facebook was a significant part of the election campaign as it played a key role in developing the candidate's network. This paper explores the nature of that role.
Regardless of the roles of different types of vote-canvasser, the networked relationships between the candidate, vote-canvassers and voters are significant in engaging and spreading information about the candidate from one vote-canvasser to another. Using media features identified by Baym (2010) (interaction, reach, temporal structure and mobility), traditional vote-canvassing networks in Thai political culture, two-step flow, this paper examines the networks of disseminating campaign messages in relation to the concepts of spreadability of content on SNSs and how interacting on SNSs could create and expand 'digital vote-canvassing networks'. With referenced to the author's previously published book chapter titled 'Uses of Social Networking Sites as a Development of Political Communication and Election Campaigns in Thailand', which discusses on media management as part of political public relations by looking
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at the relationship of content between candidate's SNSs page and campaign on the old media (Mukda, 2018) , the research question for this paper is 'How was the relationship among the individuals who were part of the candidates' networks on social networking sites developed during the 2013 Bangkok gubernatorial election campaign?' This paper sets out to identify the relationship among the individuals who are part of digital vote-canvassing networks, including candidate of the election, candidate's campaign staff, candidate's public relations personnel, candidate's followers and followers' friends, who might or might not be voters of the election.
'Digital vote-canvassing network' is a conceptual model that this paper will develop by integrating with the empirical data collected in this research. Thus, in order to meet this objective, this paper starts off by reviewing previous research on the use of social media for political communication and election campaigning in other context and explain the system of traditional vote-canvassing network in Thai political culture, the features and function of SNSs, particularly Facebook. Then, this paper moves on to characterize digital vote-canvassing network based on its function and its expansion through Facebook, together with the analysis on the roles of public relations personnel in order to visualise the candidates' networks based on the operation of the election campaign on SNSs and the plausibility for SNSs networks to interchange through the relationship among SNS users and their interaction on SNSs.
The notion of 'relationship management' is developed from online political public relations on SNSs as an important element to maintain the relationship between the election candidate and the followers. 'Political public relations' is defined by Strömbäck and Kiousis (2011) as 'the management process by which an organisation or individual actor for political purposes, through purposeful communication and action, seeks to influence and to establish, build, and maintain beneficial relationships and reputations with its key publics to help support its mission and achieve its goals ' (p. 8) . This research intends to apply the notion of political public relations to candidate's SNSs page, looking particularly at relationship management, in order to understand the network of communication on candidate's SNSs page. This paper argues that the development of relationships among people connected to the digital vote-canvassing networks was integrated through the coordination and dissemination of campaign content on Facebook to enhance the electoral ties between candidates and voters. The spreadability of election campaign content posted on candidates' Facebook pages can increase the interchangeability of the digital vote-canvassing networks and strengthen the probability of voters voting for the candidate through the coordination and dissemination of campaign content and visual images on Facebook, management of human resources and relationships, which makes campaign message sound 'as if it was something spoken by a friend'.
The current research on digital vote-canvassing network and the 2013 Bangkok gubernatorial election was the latest local election in Thailand that candidates and voters make substantial use of SNSs. With the upcoming general election in Thailand expected to be in early 2019, the current research is significant for Thai political figures, candidates of Thai elections, public relations personnel, campaign staff and candidate's followers and voters of the election to deeply understand the evolution of vote-canvassing network when SNSs have been a fundamental part of election campaign in Thailand, which will allow all stakeholders involved in the election campaign to strategise their campaign network in order to achieve the objective of their campaign on SNSs as efficient management of digital vote-canvassing network has the potential to lead to political change or change in leadership.
Interacting and Spreading of Messages on Facebook
The concept of 'two-steps' flow of communication has been regarded as a 'Digital vote-canvassing network' is a conceptual model that this research will develop with the integration of empirical data. This section will review previous research on the use of social media for political communication and election campaigning in other context and explain the system of traditional vote-canvassing network in Thai political culture and the features and function of SNSs, particularly
Facebook. This is done in order to show that there is a gap of knowledge to understanding digital vote-canvassing network and the significance of such knowledge contribution will enable stakeholders of election campaign to make more efficient use of SNSs to gain support.
In the state election in North Rhine-Westphalia, Germany in 2010, Marcinkowski and Metag (2014) discuss that the idea of 'two-step flow of campaign message' occur in a way that candidate expect journalists to access the information that candidates published on Web sites and use it to communicate with voters who receive campaign information from traditional news media. Moreover, Copeland and Römmele (2014) discuss that people who receive campaign posts on social media acted as opinion leaders during the 2009 German Federal Election campaign as they were the intermediaries between the political party and the larger group of voters, for them to discuss political ideas with. Also, a few researchers have commented that the spreading of political content online and offline have created possibilities of gaining attention from less active voters as they get exposed to political content from people who they are related to. In the research that Norris and Curtice (2008) undertook about the flow of political messages on the internet during the 2005 British general election, they found that the more sources of political information that someone used to search about the election, the more likely that person would talk about the election to someone who might not use the internet to acquire information themselves.
In another study on the effect of social media on political participation and candidate's image evaluation in the 2012 Iowa caucuses, Dimitrova and Bystrom (2013) noted that when citizens compose and post political messages on the internet, this can lead to the possibilities to affect political outcomes as social media are able to influence citizens' perception of the candidates. This implies that even though nothing has been found in relation to the direct influence of spreading political content on voting decisions, the internet is an additional source of political information for opinion leaders, who are very likely to disseminate political information to friends and family members around them. Such friends and family members might rely on these opinion leaders to give them information about the election.
With regards to vote-canvassing network, Sombat (1993) Ockey (2004) defines the literal meaning of 'vote-canvassing system' as 'vote-chief system' (p. 27). Callahan and McCargo (1996) state the literal meaning of vote-canvassers or hua khanaen as 'head vote' who act practically as canvassers, vote gatherers and vote banks. The electoral ties of vote-canvassers lie under the notion of the vote-canvasser distributing money or gifts to ensure that voters vote for the particular candidate that the vote-canvasser is working for, and the vote-canvasser can somehow determine the number of votes that the candidate will get in the election at specific locales (ibid.). In terms of 'friends' on Facebook, Baym (2010) notes that there is no clear definition of who are friends on SNSs, since friends on SNSs can consist of 'strangers, admirers, confidants, co-workers, family and a host of other relationship types. ' (p. 145) . Offline friends can also be friends on SNSs. Moreover, depending on the culture and user's personality and choice, communicating online can both enhance and weaken relationships among users as the comfort level varies from one user to another (ibid., pp. 130-45). With SNSs, Miller (2011) states that people can communicate and stay in touch with one another in a faster and more direct form of communication. Moreover, Facebook is able to figure out how users are related to each other e.g. having a feature called 'People You May Know (PYMK)' to help users to find friends and flagging people whom users may be interested in adding to the network of people who are from same family or education institution (Van Dijck, 2013, p. 47, p. 156 ). This quality is what Van Dijck refers to 'connectedness' as Facebook guides users to share information with other users through 'purposeful designed interfaces' (pp. Granovetter's (1973) analysis of strong ties and weak ties, it could be said that PYMK can be acquaintances and when Facebook users connect to PYMK, the connection might be a 'weak tie.' As Facebook friends are related differently to the Facebook user, the status updates of Facebook users is communication with multiple weak ties (Baym, 2010, p. 135) . Whereas 'strong tie' relationships are established when Facebook users connected to their close friends (or when weak ties become converted to strong ties through interaction). Consequently, using SNSs enables users in various relationships to connect with one another through status updates, interaction and instant messages.
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Interacting on a Facebook post brings the possibility for the content to be spread to other SNSs users. According to the definition provided by Jenkins, Ford, and Green (2013) , the terms 'spread', 'spreadable', or 'spreadability', are used to describe 'the increasingly pervasive forms of media circulation' (p. 3). To be specific, 'spreadability' refers to the 'potential --both technical and cultural --for audiences to share content for their own purposes, sometimes with the permission of rights holders, sometimes against their wishes' (ibid., p. 3), which means that once people have the content, they can spread it and the spreading of content on SNSs might occur for various reasons, intentionally or unintentionally. For example, after a Facebook friend posted a picture, the 'share' tab underneath the photograph allows users to 'share' publicly and privately (Miller, 2011, p. 75) . The sharing of content and the notion of 'connectedness' of Facebook that Van Dijck (2013) mentions, enables shared content to appear as a news feed on a third person's Facebook page, allowing the third person to view and also to further 'share' the content. The spreading of content on Facebook can also be done by users clicking the 'Like' tab or leaving a comment on the post. Depending on the Facebook algorithm, there is a possibility that information about either of these actions will appear on the user's friend's timeline showing that the user had interacted and how the user interacted. Andrejevic (2006) as cited in Humphreys (2011, p. 577) states that the user can act as 'literal surveillance' to monitor the friend's interaction on his/her Facebook timeline. This can occur if Facebook does not notify the user's news feed of the friend's interaction. In other words, the spreading of content and the users interacting with the content is one of the social media features that Kent (2010) outlines, mentioning that users can construct and develop a network of anonymous 'friends' by sharing information on their network (p. 647). This means that communicating on SNSs has the potential for one message to reach and be spread to people who are connected directly or indirectly to the individual who makes the initial post.
The concepts of two-step flows and traditional vote-canvassing systems in election campaigns remains important in understanding the spreadability of campaign content but it should be updated in the context of technological development. It could be said that SNSs features of algorithms, interaction and spreadability of content have potential benefits for expanding candidates' SNS networks and getting direct access to followers' feedback, enabling candidates to know followers' thoughts based on the political issues that they have posted, while the backdoor operation of campaign staff and public relations personnel co-operating to send out messages on SNSs during an election campaign is vital to manage human resources to manage candidates' SNS pages. SNSs provides an opportunity for followers to interact about candidate's campaign and has the potential to spread candidates' campaigns on SNSs from one user to another.
Data Collection and Research Methods

Multimodal Analysis
In terms of research methods, multimodal analysis and interviews were used for data collection. Kress and Leeuwen (2006) define 'multimodal texts' as 'any text whose meanings are realized through more than one semiotic code' (p. 177). Jewitt Content analysis allows a large number of communication materials to be analysed in a precise and systematic way, enabling researchers to make an objective judgement (quantitative content analysis) and subjective judgement (qualitative content analysis) on the communication text (Burnham, Gilland, Grant, and LaytonHenry, 2004) . The strength of content analysis is that it provides a numerical overview of the results (Grbich, 2013) .Such analysis allowed this research to gain raw material in the form of content communicated during the election campaign and to quantify data into different themes, based on how relationship can be built through policy- In terms of a coding scheme, the visual images studied in this research were coded according to the scheme of Grabe and Bucy (2013) : 1. the Ideal Candidate; 2. the Populist; 3. sure loser. This research does not use the 'sure loser' image as candidates are unlikely to post a negative image on their SNS pages (Goodnow, 2013) .
The semiotic analysis also takes into consideration of signs of election campaign used as part of their identity during the election campaign, the colours that they used to edit their visual images, SNSs sign and candidate's SNSs username. This is done in order to determine how candidates construct their image in relation to other signs associated to their campaign.
To sum up, the multimodal analysis was adopted to explore the textual and visual content of candidates' Facebook pages in relation to the way in which candidates set their agenda-related policies over the period of the election campaign and the specific frames which candidates adopted to promote a particular image and aspect of their campaigns. Results of the multimodal analysis provide an overview of the campaign messages that candidates communicated and the images that they constructed and developed. What is still lacking is the justification for the operation of candidates' SNS pages; interviews.
Elite Interviews
According to Gillham (2000) , an 'elite' is someone who is in a privileged position in terms of knowledge and expertise (p. 81). Burnham et al. (2004) propose that elite interviews will enable researchers to gain new ideas, distinctive viewpoints and interpretations related to the central research question and research framework (p. 29). 14 semi-structured interviews with Thai politicians, candidates of the 2013
Bangkok gubernatorial election and their SNS public relations personnel were also conducted to examine the significant of relationship, interaction and spreadability of content on SNSs during the election campaign by discussing with them about their motivation, experience and challenges that they faced while using Facebook as an interactive communication in spreading their campaign online. Thus, interviews were conducted to gain further information on the operation of SNSs.
Chapter 1 The interview questions were open-ended, allowing interviewees to express their opinion fully. Due to the different experience and professional background of the interviewees, semi-structured interviews were used. According to Braun and Clarke (2013) , a semi-structured interview is one where the researcher has prepared a list of questions based on the research scope, but interviewees are allowed to raise issues that the researcher has not anticipated. This type of interview allows other matters to emerge in the interview, enabling the research to capture the range of participants' responses. Burnham et al. (2004) propose that semi-structured interviews are the most efficient way to obtain information about decision-making processes. Therefore, as this research aims to analyse the different experience of interviewees using SNSs in the election campaigns, semi-structured interviews allowed a range of individual issues to be examined in detail.
The coding process for interview transcripts was done in two steps. Firstly, interview transcripts were printed out, and the researcher became familiar with the data by actively and analytically reading through it. Based on the background knowledge the researcher had about each candidate studied in this research, the researcher wrote notes beside interesting answers or comments. By becoming familiar with the data in such way, the researcher was able to think critically about 'what the data mean', which is part of the basic qualitative coding procedure proposed by Braun and Clarke (2013) . Secondly, all interview transcripts were coded 'selectively' on Nvivo 10 software to identify aspects of the data in relation to the research questions. According to Braun and Clarke (2013) , the aim of selective coding is to determine the data which the research is interested in analysing and this was done to reduce the quantity of data and to focus on identifying anything relevant to this research. Also, 'researcher-derived' (ibid.) codes were also used to identify implicit meaning in the interview transcripts, with the assumption that interviewees might not truly express their challenge in using SNSs during the election campaign.
As mentioned previously, the characteristics of digital vote-canvassing network that this paper will develop is an integration of a conceptual model and empirical model that has literature on the features and function of SNSs and traditional votecanvassing network set as the analysis. Such knowledge was used to guide the current research for data collection, which the current research was able to identify, analyse and highlight the characteristics of digital vote-canvassing network in the following section.
Digital Vote-Canvassing Networks
This paper uses a prototype to discuss how the management on the flow of campaign information on Facebook and the relationship between individuals who are part of the candidates' campaign on Facebook can establish and expand their digital vote-canvassing networks. Analysis will start by looking at the role and relationship of public relations personnel and candidates establish a digital vote-canvassing
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network, which is a development from traditional vote-canvassing systems. Then, this paper moves on to envisage the expansion of digital vote-canvassing networks by reviewing the benefits and implications of followers interacting and spreading candidates' campaigns on SNSs. A public relations staff member working for an independent candidate expressed her concern about the lack of public opinion in Thailand and she viewed SNSs as an appropriate space for people to voice their views on different issues.
Establishment of digital vote-canvassing networks
Therefore, she attempted to set an appropriate communication strategy on the candidate's SNS page for followers to feel comfortable in interacting with the candidate. She explained that the value of using SNSs in the election campaign is to make the best use of two-way communication to gain the most benefit for the candidate and the followers. Unlike having a large number of followers clicking 'Like' on candidates' posts and photographs, the public relations personnel stressed the value of interaction between the candidate and his followers, by asking followers to post their opinions on different problems in Bangkok and critically analysing the problems from various perspectives. Being interactive and receiving public opinions seemed to be important for candidates because candidates were able to know the voter segmentation and voters' opinion, which enabled social networking platform to be used to its full potential during the election campaign. Also, it could be said that interactive posts can be used to portray the candidate's image as having the potential to be the Bangkok governor, willing to listen to Bangkokians' problems and thoughts.
However, there are doubts about whether candidates valued the social issues or comments that followers posted on the candidates' SNSs pages, which means that candidates might be using SNSs to construct an image of being concerned with the problems that followers face, without actually paying attention to the content of interaction. the outer layer of the network, but we can assume that a few will continue to do so.
The multiple layers of interaction by different Facebook users connected directly and indirectly to candidates' Facebook pages expand the digital vote-canvassing networks. This expansion constitutes the notion of Jenkins et al. (2013) spreadable media content on SNSs from one user to another, and Kent's (2010) proposal of interchanging networks via interaction, making campaign messages reach more users, which further reflects the notion of two-step flow in circulating campaign information through interaction (Katz and Lazarsfeld, 1955) . With further reference to how Marcinkowski and Metag (2014) This means that the number of supporters that candidates gained on SNSs could not be used to indicate or predict the number of votes that the candidate will get in the election. The public relations personnel justified this by saying 'social media numbers in Thailand are not that great yet', which implies that the digital divide in Thailand had limited the ability to use SNSs to predict election results. Hence, the use of SNSs for the election campaign and political communication cannot involve the whole Thai population.
As discussed previously, Callahan and McCargo (1996) (Jenkins et al., 2013 ) and the two-step flow (Katz and Lazarsfeld, 1955) , under the features of interaction, reach, temporal structure and mobility that Baym (2010) identifies and interchangeability of networks that Kent (2010) photographs, and other content may be missing due to Facebook's internal operations, algorithms and changing privacy settings over time. Also, the researcher was not able to contact all candidates in the 2013 Bangkok gubernatorial election for interview and to conduct observation studies with all the candidates, but believes that the interviews conducted corroborate one another sufficiently to establish clear insight into the issues discussed.
